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Understanding the Factors That Affect the Adoption
of Innovative High-Technology Brands: The Case
of Apple iPhone in Malaysia
Ahmed Rageh Ismail
ABSTRACT. The purpose of this study is to examine how innovation attributes, social influence,
and perceived risk can affect technology brand adoption. The impact of innovation attributes, social
influence, and perceived risk on iPhone adoption has been tested through series of tests (i.e., reliability,
exploratory factor analysis, confirmatory factor analysis, correlations, multiple regression analysis,
and moderation effect of gender). The sample consists of 134 Malaysian students. Results revealed
the importance of relative advantage, trialability, and social influence as key constructs in adoption
intention. The study also showed that gender of the consumer has no moderating effect on the adoption
intention. Practical guidelines are provided to marketing managers on how to use those factors to
increase the adoption of new brands among customers.
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INTRODUCTION
Innovation is considered to be one of the
key drivers of a successful business (Cardozo,
McLaughlin, Harmon, Reynolds, & Miller,
1993). One of the important issues marketers
face is how to successfully market their innova-
tions. Business research in the past has paid great
attention to the issue of innovation (Montoya-
Weiss & Calantone, 1994). The results of many
studies on the adoption and diffusion of innova-
tion reported that many new products fail due to
a lack of customer need fulfillment or superiority
over alternatives. Therefore, an understanding of
potential customers and the factors influencing
their adoption decision is important (Frambach
& Schillewaert, 2002).
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Innovation adoption refers to “a decision to
make full use of an innovation as the best
course of action available” (Rogers, 1995, p.
21), whereas diffusion refers to the accumu-
lated level of users of an innovation in a market
(Rogers, 1995). Considerable research has been
conducted into individuals’ adoption of new
technology; the technology acceptance model
(TAM) has been widely studied and accepted as a
valid model in predicting individual acceptance
of technology across various contexts (Davis,
1989, 1993; Gefen, Karahanna, & Straub, 2003;
Lederer, Maupin, Sena, & Zhuang, 2000; Moore
& Benbasat, 1991; Venkatesh, 1999; Venkatesh
& Davis, 1996; Venkatesh & Morris, 2000)
which incorporates ease of use and perceived
usefulness as determinants of acceptance of
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technology (Davis, 1989; Davis, Bagozzi, &
Warshaw, 1989). TAM has been extended and
upgraded to TAM2 by Venkatesh and Davis
(2000) to improve the explanatory power of
Davis’s (1989) model and three additional con-
structs were included: voluntariness, image, and
result demonstrability. Despite this, TAM has
been widely criticized for the lack of sufficient
explanation about consumers’ decisions to adopt
innovation. In general, TAM ignores social and
psychological factors that may also influence the
adoption decision (Bagozzi, 2007).
Diffusion of innovation theory (DOI) is also
employed to explain adoption of innovation.
According to Rogers (1995), the decision to
adopt or reject an innovation is influenced by
the innovation attributes: observability, relative
advantage, compatibility, trialability, and com-
plexity. The first four of these attributes are pos-
itively related to the rate of adoption, whereas
complexity is asserted to be inversely related
to the adoption rate of an innovation (Rogers,
1995).
In determining what attributes to examine in
this research, the researcher relied primarily on
the work of Rogers (1995). Rogers’ five at-
tributes of innovations are believed to be most
suitable, as they are widely recognized across
variety of diffusion studies and variety of dis-
ciplines, such as marketing, psychology, etc.
Moore and Benbasat (1991) extended the work
of Rogers (1995) and identified two further con-
structs that were thought important in the deci-
sion to adopt an innovation: image and volun-
tariness of use.
Because brand/product innovation is critical
for survival in any company, understanding in-
novation attributes is particularly important to
marketers to help them identify those factors that
have a direct influence on the success or fail-
ure of new brand/product introductions. There-
fore, both researchers and practitioners are in-
terested in examining this area, giving partic-
ular attention to high technological innovation
such as smartphones (Danahar, Hardie, Putsis,
Jr., 2001). The smartphone market is one such
market where consumers can choose between
different brands with different prices. In those
markets, being able to determine the factors that
predict brand/product adoption allows marketers
to better understand the adoption process. How-
ever, few studies have attempted to understand
user adoption (Cheong & Park, 2005; Mao, Srite,
Thatcher, & Yaprak, 2005).
Kotler (1994) stated that new products include
original products, product improvements, prod-
uct modifications, and new brands that a business
develops through its own research and develop-
ment efforts. New products can also be “prod-
ucts that are to be introduced into the market or
are perceived by consumers as newer than ex-
isting products” (Blackwell, Miniard, & Engel,
2006). On the basis of the previous definitions,
the researcher selected Apple (Cupertino, CA)
iPhone as a new product of the Apple brand to
undertake the current study. Apple iPhone is con-
sidered one of the most innovative products ac-
cording to PCWorld (2007). More mobile users
are attracted to this product due to its highly in-
novative features that are acknowledged by cus-
tomers. The product quality in terms of usabil-
ity and the mobile applications are high. Smart
features have been the key factors behind the
top-rated success of the product. The iPhone
is a line of Internet and multimedia–enabled
smartphones designed and marketed by Apple
Inc. The first iPhone was introduced on Jan-
uary 9, 2007. iPhone functions include camera
phone, text messaging and visual voicemail, a
portable media player, and an Internet client,
with e-mail, web browsing, and Wi-Fi connec-
tivity. The user interface is built around the de-
vice’s multitouch screen, including a virtual key-
board rather than a physical one. Third-party and
Apple applications are available from the App
Store, which launched in mid-2008 and now has
well over 300,000 applications approved by Ap-
ple. These applications have diverse function-
alities, including games, reference, Global Po-
sitioning System navigation, social networking,
security, and advertising for television shows,
films, and celebrities. There are four generations
of iPhone models, and they were accompanied
by four major releases of iOS (formerly iPhone
OS; www.businessinsider.com, 2012).
The aims of this study are to (a) determine
the role of innovation attributes, social influence,
and perceived risk in the innovation adoption of
iPhone, (2) identify the factors that best predict
brand adoption, and (3) assess the moderating
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role of gender in the adoption process. It is im-
portant to note that this article refers to brand
adoption rather than product adoption, but the
intention is that new technology brand adoption
is also new product adoption (Shimp, 2010). Fur-
thermore, new products are either new brands
or existing brands with modifications, and the
actual product adoption means brand adoption.
This article is organized as follows: The next
section provides the literature review and devel-
ops related hypotheses. Next, the methods un-
dertaken to examine the relationships between
the study variables are detailed. The results and
discussion of the empirical analysis of this study
are then presented, followed by the conclusions
and implications. Future research directions and
some limitations of the study are also presented
in conclusion.
LITERATURE REVIEW
Essentially, Rogers’ (1995) DOI theory sug-
gests that when a concept is perceived as new,
an individual uses communication tactics within
his or her social systems to arrive at a decision
point of either adoption or rejection of the in-
novation. In general, Rogers’ theory suggests
that the individual develops positive or nega-
tive attitudes of the innovation based on per-
ceptions of the innovation attributes acquired in
the knowledge stage. Some products are rapidly
diffused and widely adopted by consumers, but
some other products are rejected. If the individ-
ual holds positive perceptions of the combined
innovation attributes, then he or she will be more
likely to adopt, or accept, the innovation. Previ-
ous research have suggested that Rogers DOI
model is easy to use, offers mutually exclusive
and exhaustive categories that allow results to
be compared, and is a suitable framework for
replicating and generalizing innovation adop-
tion across studies (Black, Lockett, Winklhofer,
& Ennew, 2001; Mahajan, Muller, & Srivas-
tava, 1990). Therefore, the DOI model will be
used in the current study to examine the influ-
ence of attributes of innovations on the adoption
intention.
Academic researchers have examined a va-
riety of factors influencing the adoption and
acceptance of mobile phone services and
specific applications. For example, Kleijnen, de
Ruyter, and Wetzels (2004) examined adoption
of mobile gaming, and Pagani (2004) explored
mobile multimedia services (photo messaging,
mobile e-mail, video messaging, and postcard
messaging). However, this study is focusing
primarily on innovation attributes devised by
Rogers (1995) and its significant role in the
adoption of the Apple device (iPhone). The re-
searcher believes that the innovation attributes
theory proposes an integrative framework that
could help examine the adoption of mobile
phones. Notwithstanding, combining Rogers’
model with other factors can lead to a richer and
more meaningful model (Thong, 1999). There-
fore, the proposed relationship between per-
ceived risk and social influence and the adoption
of smartphone (iPhone) will also be examined in
this study (more details are given later).
RELATIVE ADVANTAGE
Relative advantage is to the degree to which
an innovation is perceived as being better than
the idea it supersedes (Rogers & Shoemaker,
1971). Previous research has established that
relative advantage is positively related to in-
novation adoption (Onkvisit & Shaw, 1989;
Plouffe, Vandenbosch, & Hulland, 2001; Robin-
son, 1990; Teo & Pok, 2003; Tornatzky & Klein,
1982). If consumers perceive the innovation to
be relatively advantageous, then the rate of adop-
tion of the innovation will be relatively fast. This
represents the degree to which consumers per-
ceived a brand as being better than existing al-
ternatives with respect to specific attributes and
benefits (Shimp, 2010). The greater the brand
relative advantages, the more rapid is the adop-
tion rate compared with another competitive
brand. Conversely, the relative disadvantage of
the brand, such as high price and difficulty in
use, will retard the rate of adoption. In general,
a relative advantage exists to the extent that a
brand offers better performance compared with
other options, savings in time and effort, or im-
mediacy of reward (Shimp, 2010). iPhone, for
example, allows an individual to have a “com-
puter” in the palms of his or her hands. It is
a technological device based on several tech-
nological devices, which are consolidated to
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perform numerous tasks. Also, a fast processor,
4 G speed, 8 mpx camera, high-density video,
retina display with high quality screen, personal
assistant, plenty of useful applications that help
in everyday life, and more secure iOS compared
with other operating systems are considered rel-
ative advantages of Apple iPhone. Therefore, it
is proposed that a consumer’s perception of the
relative advantages associated with iPhone will
be positively related to their adoption decision:
H1: There is a significant positive correlation
between the relative advantages of innova-
tion and adoption intention of technology
brand.
COMPATIBILITY
The second innovation attribute to be exam-
ined in this study is compatibility, which means
the degree to which to an innovation is per-
ceived as compatible with the existing values,
past experiences, and needs of potential adopters
(Rogers & Shoemaker, 1971). In general, a brand
is more compatible to the extent that it matches
consumers’ needs, personal values, beliefs, and
past consumption experiences (Shimp, 2010).
Incompatible brands, on the other hand, are those
brands that are perceived as incongruent with
consumers’ needs, values, and lifestyles. If con-
sumers consider the innovation to be compatible
with their lifestyle, then they are likely to adopt
the innovation. Generally speaking, adoption ra-
pidity is increased with greater computability
(Black et al., 2001). Regarding the iPhone in
this study, there are many smartphones available
on the market today, so it is difficult for the con-
sumer to decide which one is a perfect fit for
his or her lifestyle, budget, and personal style.
Yet, the iPhone is considered one of the leading
smartphones in the industry. The size of iPhone
is convenient. Apple has put many details into
designing the phone, the buttons, the images,
and the touch-sensitive keys. Other cell phone
designers are attempting to copy the sleek and fu-
turistic design of the iPhone. Moreover, another
benefit of having the iPhone is gaining access to
a multitude of blogging tools and applications.
Dropbox is another free application that allows
iPhone users access to files, photos, documents,
and other personal files that they may wish to
share on their blog. Therefore, it is hypothesized
that the degree of compatibility between a con-
sumer’s values and that which they perceive to be
associated with iPhone will be positively related
to their adoption decision.
H2: There is a significant positive correlation
between compatibility of innovation and
adoption intention of technology brand.
COMPLEXITY
Complexity refers to “the degree to which
an innovation is perceived as relatively diffi-
cult to understand and use” (Rogers & Shoe-
maker, 1971, p. 154) If consumers think that the
innovation is easy to use (not complex), then
they may rapidly adopt the innovation. The less
difficult an innovation is to understand or use,
the more rapid is the rate of adoption (Shimp,
2010). Complexity is considered to be a sub-
stitute for the “perceived ease of use” factor in
the TAM, which means “the degree to which a
person believes that using a particular system
would be free of effort” (Davis, 1989, p. 320).
Work in the literature has established a clear
association between complexity and innovation
adoption (Kleijnen et al., 2004; Pagani, 2004;
Teo & Pok, 2003). Using the iPhone is rela-
tively simple, according to technologies experts
who have agreed that the existing user interfaces
on mobile phones were poor compared with the
iPhone and that would encourage the use of the
iPhone (www.macrumors.com, 2012). Given the
perceived ease of use associated with iPhone, it
is proposed that complexity of innovation will
be negatively associated with the adoption of
the Apple iPhone device:
H3: There is a significant negative correla-
tion between complexity of innovation and
adoption intention of technology brands.
TRIALABILITY
Trialability is the degree to which an inno-
vation can be experimented on a limited basis
(Shimp, 2010) if new brands can be tried in dif-
ferent stages are more rapidly to be adopted than
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those that cannot. Trialability is linked to the
concept of perceived risk, because the trial ex-
perience serves to reduce the consumer’s risk of
being dissatisfied with the product after having
permanently committed to it through an outright
purchase. Apple is opening a “Try Before You
Buy” section in Apple stores, where consumers
can grab the closest idevice and try it. This sec-
tion serves to highlight editions of different ap-
plications. Trialability, as one of the variables
that are studied in this study, is hypothesized to
be positively correlated to adoption intention.
H4: There is a significant positive correlation
between the trialability of innovation and
adoption intention of technology brand.
OBSERVABILITY
Rogers (1983, p. 232) defined observability as
“the results of an innovation are visible and com-
municable to others”; it is the degree to which
a user of a new brand or other people observe
the positive effects of new product use (Shimp,
2010). If consumers observe the results of adopt-
ing the innovation, they more likely to adopt the
innovation. Moore (1991), contended that the
construct of observability was defined in a com-
plex way by Rogers (1983, p. 232) in which the
results of an innovation are visible and commu-
nicable to others; it also included the idea of the
innovation being visible. Moore (1991) further
elucidated that, “Based on the definition of ob-
servability it was decided to split the construct
and focus on each dimension independently, one
dimension was named Results Demonstrability
and the other was Visibility” (Moore & Ben-
basat, 1991, p. 203). One of the difficulties con-
cerning the dimension of observability is its
obvious potential for confounding with other
perceived attributes. “It is unclear whether ob-
servability per se is being assessed, or ob-
servability of cost, compatibility, effects, etc.”
(Tornatzky & Klein, 1982, p. 38). It was de-
cided not include “observability” in the current
study because of the various interpretations of
the observability characteristics and focus on the
four of five perceived innovations’ attributes as
proposed by Rogers (1983): relative advantage,
complexity, compatibility, and trialability.
PERCEIVED RISK
Researchers are interested in perceived risk
as powerful predictor of behavioral intention
(Bennett & Harrell, 1975; Mitchell, 1999). It is
defined as the “probability of unfavorable out-
comes” (Das & Teng, 2004). Overall perceived
risk is generally regarded as being a composite
of several categories of risk. Risk dimensions
identified are performance, physical, financial,
psychological, social, and time loss (Hoyer &
MacInnis, 1997; Kaplan, Syzbillo, & Jacoby,
1974). The higher the perception of the risk, the
more avoidance behavior is likely to be (Con-
char, George, Cara, & Sergio, 2004). Risk-averse
consumers are thus likely to delay purchases
to limit downside risk (Cowart, Fox, & Wil-
son, 2008). However, risk perception may lead
consumers to seek more information to reduce
the perceived risk (Manning, Bearden, & Mad-
den, 1995). By reducing the risks associated with
early adoption of an innovation, the adoption of
an innovation can be stimulated. The innova-
tion may be offered on trial for a certain period
of time (Fisher & Price, 1992; Ram & Jung,
1994) or the supplier may absorb some of the
major risks of adoption by offering the poten-
tial adopters the innovation at a low introduction
price (Kotler, 1997, cited in Frambach & Schille-
waert, 2002). In high technology markets such as
that which includes smartphones, this may even
be necessary to gain market acceptance because
they are considered inherently risky and carry
with them varying levels of uncertainty (Klerck
& Sweeney, 2007). Therefore, it is hypothesized
that:
H5: There is a significant negative correla-
tion between perceived risk and adoption
intention of technology brand.
SOCIAL INFLUENCES
Consumers’ social environment is likely to
play an important role in innovation adoption.
The acceptance of an innovation by an indi-
vidual’s peers (e.g., superiors, colleagues, and
customers) may signal its importance and ad-
vantages and motivate the individual to imitate
(Frambach & Schillewaert, 2002). For example,
if others are using iPhone, an individual may
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decide to do likewise to keep up with his or her
peers.
Social influences refer to perceived pressures
from social networks to make or not to make
a certain behavioral decision. Social influences
is considered as one of the determinants of be-
havioral intention to accept and use technology
(Lu, Liu, Yu, & Yao, 2003; Venkatesh & Davis,
2000; Venkatesh, Morris, Davis, & Davis, 2003).
Support from influential others has an impor-
tant impact on what action a potential adopter
chooses to take because individuals adapt their
attitudes, behaviors, and beliefs to their social
context (Salancik & Pfeffer, 1978). Tradition-
ally, social influence is equivalent to subjective
norm in TRA subjective norms, which are de-
fined as the consumer’s overall perceptions of
what relevant individuals think he or she should
do. The subjective norm is affected by both the
expectation of others regarding a specific behav-
ior and the motivation of the individual to com-
ply with those expectations (Ryan, 1982). Con-
sumers naturally organize into groups and social
circles that share the same values and interests,
whereby social image is important for many of
them (Lu et al., 2005). Users may regard iPhone
device as symbolic of fashion and wealth and
adopt it to enhance their sense of self-importance
(Sarker & Wells, 2003). In many Asian coun-
tries, young people treat smartphones as new
fashion items to show off in public (Lu et al.,
2003). In China, for example, 73% of the exec-
utive class in large cities owned mobile phones
early in 1998, not only for convenience but also
as a symbol of social status (Samson & Hornby,
1998). As a result, it is hypothesized that:
H6: There is a significant correlation between
social influences and adoption intention of
technology brand.
RESEARCH METHODOLOGY
Sample and Data Collection
To address the research questions, a conve-
nience sample of 134 students in the marketing
department at Unitversiti Utara Malaysia was
used for this research. Multiple regression re-
quires a minimum sample size of 50 and prefer-
ably 100 observations for most research situa-
tions (Hair, Anderson, Tatham, & Black, 2006).
The minimum ratio of observations to variables
is 5:1 but the preferred ratio is 15:1 or 20:1
(Hair et al., 2006). Therefore, the sample size
of the current study is considered adequate to
run the analysis. Undergraduate students were
selected because of their accessibility and be-
cause they represent a target market for innova-
tive high-technology brands such as the mobile
phone market. Therefore, in the current study
the use of a student sample is considered ap-
propriate to investigate adoption of the Apple
iPhone. However, it may limit the generalizabil-
ity of our research. A self-administered ques-
tionnaire was developed and then pretested with
a separate group of respondents to enhance its
overall design. Results of the pretest revealed
minor instances of ambiguous wording (which
were subsequently changed) and confirmed the
expected completion time for the questionnaire.
The majority of respondents were aged 21 to
24 years, and the majority of respondents were
women (101 [75.4%]).
Measures
The scales to measure relative advantage,
compatibility, trialability, and complexity were
developed and validated by Moore and Benbasat
(1991). Theses scales were slightly modified to
suit the iPhone context. Social influence was
measured using modified variables on subjec-
tive norm and image by Venkatesh and Davis
(2000). Perceived risk was measured using a risk
perception scale developed by Van der Heijden,
Verhagen, and Creemers (2003). An intention to
use scale was adapted from Hsu, Yen, Chiu, and
Chang (2006). All the scale items were mea-
sured using a 5-point Likert scale, ranging from
1 (disagree strongly) to 5 (agree strongly) (see
the Appendix).
RESULTS AND DISCUSSION
Before the performance of correlation and re-
gression analyses on the data, all seven measure-
ment scales were subject to exploratory factor
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analysis with Varimax rotation. Field (2005)
suggests that this is an appropriate method for
checking the validity of questionnaire items. The
results of the factor analysis revealed that all
items used to measure the different constructs
of the study loaded substantially on the ex-
tracted factor. Seven factors have been extracted
as shown in Table 1 with eigenvalues greater
than 1.
Following factor analysis, the data were
checked for reliability using Cronbach’s a co-
efficient. As shown in Table 2, the results of
this test revealed that each of the scales used to
measure the independent variables and the de-
pendent variable presented acceptable levels of
reliability (i.e., above the minimum level of 0.60
as suggested by Nunnally [1967]).
All hypotheses were first tested using a se-
ries of simple correlation analyses. On inspec-
tion of the correlation matrix for the innovation
attributes, perceived risk, social influence, and
consumer adoption of iPhone (Table 3), it was
revealed that relative advantage had a significant
and positive correlation with a consumer’s de-
cision to adopt iPhone use (r = 0.58, p < .01).
Thus, H1 is supported. Compatibility also had a
significant and positive correlation with the de-
pendent variable (r = 0.41, p < .01), thus sup-
porting H2. However, despite its significance,
the direction of the relationship between com-
plexity and adoption was positive (r = 0.46,
p < .01), thus offering no support for H3. Tri-
alability had also significant and positive corre-
lation with adoption intention (r = 0.31, p <
.01); therefore, H4 is supported. Correlation be-
tween perceived risk and adoption intention was
insignificant; therefore, H5 is rejected. Finally,
social influence found to be significantly and
positively correlated to adoption intention (r =
0.50. p < .01), and thus H6 is accepted.
The next step in the data analysis involved the
multiple regression analysis stepwise method to
determine the model that best predicted adoption
intention and the strength of the relationships
between all variables of study and adoption in-
tention as a dependent variable. Therefore, the
TABLE 1. Exploratory Factor Analysis
Factors
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TABLE 2. Means, Standard Deviations, and Cronbach’s Alpha Values for Key Constructs
Variable Mean SD Cronbach’s α
Relative advantage 3.39 0.78 .90
Compatibility 3.41 0.62 .75
Complexity 3.40 0.64 .80
Trialability 3.36 0.62 .81
Social influence 2.93 0.81 .86
Perceived risk 3.13 0.79 .72
Adoption intention 3.37 0.89 .85
Note. Five-point Likert scale from 1 (strongly disagree) to 5 (strongly agree).
innovation attributes, social influence, and
perceived risk would be regressed against the
dependent variable (Table 4).
To determine those variables that best predict
the adoption intention and what variable has the
greatest effect on adoption intention, stepwise
multiple regression analysis was employed. The
stepwise regression analysis results showed that
relative advantage, social influence, and triala-
bilty as independent factors accounted for 46%
of the variance in the prediction of a consumer’s
adoption of the iPhone: F(3, 130) = 37.27, p <
.001. Further inspection of the regression coef-
ficients revealed that relative advantage has the
greatest statistically significant effect on iPhone
adoption: β = .438, t = 6.267, p > .001. Sec-
ond, social influence is a statistically significant
predictor of adoption intention: β = .306, t =
4.386, p > .001. Trialability has the least signif-
icant effect on adoption intention in the model:
β = .174, t = 2.638, p > .001.
Moderating Role of Gender
Gender often appears as a key moderator in
consumer behavior and technology use studies
(Bendall-Lyon & Powers, 2002; Dommeyer &
Gross, 2003; Venkatesh & Morris, 2000). Iden-
tifying the moderating effects of gender is im-
portant, both to better tailor technological prod-
ucts and marketing communication to gender
segments and to better understand the different
motives that underlie new technology adoption.
To test whether the relationships between rela-
tive advantage, social influences, observability,
and adoption intention are moderated by gender,
moderated regression analysis was conducted.
The regression equations are:
AI = β0 + β1 RA + β2 gender + β3 RA
× gender + ε
AI = β0 + β1 SI + β2 gender + β3 SI
× gender + ε
AI = β0 + β1 TR + β2 gender + β3 TR
× gender + ε,
where AI is adoption intention, RA is relative ad-
vantage, SI is social influence, TR is trialability,
β0,1,2,3 are constants, and ε is the error term.
After computing the product terms RA ×
gender, SI × gender, and TR × gender, new
variables are thus created. Two models were
compared to examine the moderation effect; the
first model includes the independent variable and
gender, whereas the second model includes the
independent variable, gender, and the interac-
tion term as shown in the equations. The adop-
tion intention was the dependent variable in both
models. For relative advantage, F change is not
significant from model 1 (p = .000) to model
2 (p = .190). Therefore, gender is not a signifi-
cant predictor, and no significant moderation of
gender is found. With regard to social influences,
F change also is not significant from model 1
(p = .000) to model 2 (p = .194). Therefore,
it is concluded that gender is not a significant
predictor, and no significant moderation effect
of gender is found. Similarly, no significant F
change found from model 1 (p = .001) to model
2 (p = .334) in the case of trialability. As a
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TABLE 4. Summary of Regression Analysis for Variables Predicting Adoption Intention
(N = 134)
Model
Variables B SE B β
Relative advantage .50 .08 .44∗∗
Social influence .34 .08 .31∗∗
Trialability .25 .09 .71∗∗
R2 .46
F for change in R2 6.96∗∗
∗p < .05, ∗∗p < .01.
result, gender is not a significant predictor, and
no significant moderation of gender is found.
CONCLUSION AND IMPLICATIONS
The main purpose of this study was to assess
the impact of the innovation attributes proposed
in Rogers’ diffusion theory, social influence, and
perceived risk on the intention to adopt use of
an Apple iPhone. The results of this study sug-
gest that, for Apple iPhone, innovation attributes
(i.e., relative advantage, compatibility, trialabil-
ity, and social influence) are related to adoption
intention. These results suggest a number of im-
plications for practitioners, of which two appear
to be most prevalent. First, the presence of a
significant relationship between a consumer’s
perception of the relative advantages of Apple
iPhone and the adoption intention implies that
brand managers should promote the benefits this
innovation offers over other smartphones.
Second, the relationship between compatibil-
ity and consumer adoption of the iPhone sug-
gests that for brand managers to increase the
likelihood of consumers responding favorably
to their campaigns, they should ensure that all
communication sent to their consumers demon-
strates the compatibility of iPhone with their way
of life. The significant and positive relationship
found between trialability and adoption intention
also has important managerial implications. For
example, Apple may target its products to an au-
dience that are not high-technology savvy; there-
fore, it is important for the delivered message
to illustrate the possibility of trying the product
before purchase. The research findings also con-
firmed the relationship between social influence
and adoption intention, with a strong support.
Hence, in addition to Rogers’ (1995) innovation
attributes, social influence is found to be a strong
predictor of adoption intention, which will pro-
vide better understanding for practitioners.
The use of a convenience sample of relatively
young college students might have its own lim-
itations. College students are characterized as
young people with high levels of education who
are more likely to adopt use of an iPhone. There-
fore, a wider sample of subjects with differ-
ent socioeconomic backgrounds, education lev-
els, ages, ethnic identities, and interests might
have produced different results (Leppäniemi,
Sinisalo, & Karjaluoto, 2006). Furthermore, the
relatively small sample of male students may
have influenced the results of this study. Future
research should consider an equal sample size
of both male and female respondents. Finally, it
should be noted that the study did not consider
all the possible drivers of consumer adoption of
iPhone and that warrants further research in this
area. There is a need to include a broad array
of variables such as age, ethnicity, and educa-
tion and to extend the current work to better un-
derstand the process of adoption. Additionally,
future directions of research are encouraged to
forecast the diffusion and adoption of other inno-
vative products by Apple. Finally, Rogers (1995)
suggests that the Moore and Benbasat instrument
will be a valuable tool for future research in the
diffusion of technology innovations. Therefore,
there is a need to replicate the current study using
236 JOURNAL OF GLOBAL MARKETING
the Moore and Benbasat instrument to present
new knowledge.
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APPENDIX
Innovation Attributes
The following is a set of statements that represent the attributes of iPhone, please click on the
response that best represents your agreement.
Strongly Agree Agree Neutral Disagree Strongly Disagree
1. Using an iPhone enhances my daily life
communications.
2. Using an iPhone improves the quality of work
I do.
3. Using an iPhone enables me to accomplish
task more quickly.
4. Overall, I find using an iPhone to be
advantageous.
5. Learning to operate an iPhone is easy for me.
6. I believe that it is easy to get an iPhone to do
what I want it to do.
7. If I were to adopt iPhone, my interaction with it
would be clear and understandable.
8. Overall, I believe that an iPhone is easy to use.
9. If I were to adopt iPhone, it would be compatible
with all aspects of my life.
10. I think that using an iPhone fits well with the
way I like to live.
11. I believe using an iPhone fits into my life style.
12. Before deciding whether to adopt an iPhone or
not, I would be able to properly try one out.
13. I would be permitted to use an iPhone on a trial
basis long enough to see what it could do.
14. I’ve had a great deal of opportunity to try
various iPhone applications.
15. I know where I can go to satisfactorily try out
various uses of an iPhone.
16. An iPhone was available to me to adequately
test run various applications.
Social Influence
The following statements refer to the social influence of people surrounding you on the adoption
of iPhone. Please click on the response that best represents your agreement.
Strongly Agree Agree Neutral Disagree Strongly Disagree
17. People around me who use iPhone have
more prestige than those who do not.
18. People who use iPhone have a high profile.
19. Using iPhone is considered a status symbol
among my friends.
20. People who influence my behavior think that I
should use iPhone.
21. My friends think that I should use iPhone.
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Perceived Risk
How would you characterize the decision to buy the iPhone?
22. Very small risk 1 2 3 4 5 Very big risk
23. High potential for loss 1 2 3 4 5 High potential for gain
24. Very negative situation 1 2 3 4 5 Very positive situation
Adoption Intention
The statements below refer to your intention to adopt iPhone in the future, please select the
response that best describe your choice.
Strongly Agree Agree Neutral Disagree Strongly Disagree
25. It is worth to use an iPhone.
26. I plan to use iPhone in the future.
27. I will strongly recommend others to use an
iPhone.
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